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的公共 B2B 电子中介以及专用的 B2B 电子中介，这样的区分方法能有力地契合
交易成本理论基础上的电子市场假说（EMH）理论。在该分类框架下，本文以
经济学博弈模型讨论了公共的与专用的 B2B 电子中介的比较问题，并进一步在













































 B2B electronic intermediaries are new type organizations who act as not only 
fitting buying and selling enterprises, providing information services, but also 
promoting their transactions. They are also aiming to earn largest profits. On the B2B 
electronic intermediaries, the enterprises on both sides are components of a two-sided 
market. Network externality on the platform is the important factors that help the 
intermediary successfully attracted both sides entered members. This dissertation has 
reviewed the papers researching about B2B electronic intermediaries and two-sided 
markets problems of industry economics. The author believes that B2B electronic 
intermediaries are representative two-sided markets and two-sided network externality 
is the effectual tool for analyzing B2B electronic intermediaries. 
 This dissertation’s main points: 1) The author prove B2B electronic 
intermediaries are two-sided markets through economic models. By starting from the 
discussion of the “dis-intermediary or re-intermediary hypothesis”, the author has 
established a compeing model of a electronic intermediary with a traditional 
intermediary. The author has researched the reason for electrnoc intermediary to come 
out and progress.  
2) This dissertation has brought a category of B2B electronic intermediaries 
according to their ownerships’ forms. That is neutral public B2B electronic 
intermediary, bias public B2B electronic intermediary and appropriative B2B 
electronic intermediary. Such category is accomplished with the Electronic Market 
Hypothesis which is based on the Transaction Cost Economic theory. With the 
ownership category of B2B electronic intermediaries, the author has compared the 
public and private B2B electronic intermediaries with a strict games model. On the 
buyers’ side, the best decision of procurement is to enter public B2B electronic 
intermediary, which is superior to prietary one. By studying the competition model of 
neutral B2B electronic intermediary with bias one, the author has introduced the 
network externality into the analysis. Our complete information dynamic games 
model has given a result of subgame perfect equilibrium, which is neutral B2B 
electronic intermediary is overhelming. 















electronic intermediary to exist. Through a Structural Equation Model method and 
large sample data with a systematically survey, the author has confirmed the three 
hypothesies which is Corresponding to the given conditions in previous theory 
research parts. Firstly, both the transaction cost and network externality factors are 
obviously related factors for enterprises choosing to join the platform. Secondly, 
network externality is differently related to price structure for both sides on the 
platform. That is to say network externality is different reason for the membership’s 
decision. Finally, network externality is notably different between the neutral and bias 
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第一章  绪论 
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① 《电子签名法》于 2004 年 8 月 28 日正式通过，2005 年 4 月 1 日起正式施行。该法通过确立电子签名的
法律效力、规范电子签名行为，在法律制度上保障了电子交易安全，是中国信息化立法的一个突破，为电
子商务、电子政务活动中的电子签名确立了行为规范和准则。 
② 《加强电子商务的若干意见》于 2005 年 1 月 3 日由国务院 2 号文件正式颁布。 
③ 《电子支付指引（第一号）》于 2005 年 10 月 26 日由中国人民银行正式发布，对银行从事电子支付活动
提出指导性要求。 


















在电子商务领域内，B2B 电子商务 具潜力。2004 年，据知名的研究机构国
际数据公司（IDC）披露，亚太地区 B2B 电子商务在未来 5 年里，每年将以约
60%的比率高速增长，2005 年中国 B2B 电子商务市场交易额达到了 6500 亿元，




















客户参与到 B2B 电子商务，是各界热切关心的问题。各类 B2B 交易网站作为向
中小企业提供服务的平台，不但要提供信息的发布、搜集的功能，还要不断地进
                                                        

























同类型的 B2B 电子中介网站为企业带来的价值有着显著的区别。 
技术的角度来看，B2B 电子中介指的是允许参与的买方企业和卖方企业交换
价格、产品供应信息的组织际信息系统[8]。B2B 电子中介的前身是早期以电子数
据交换系统（Electronic Data Interchange, 简称为 EDI）为代表的组织际信息系统
（Inter-Organizational Information Systems, 简称为 IOS），在 EDI 系统中企业间形
成以专用计算机网络为基础的“一对一”或“一对多”的关系，随着广域网为基
础的互联网技术发展，出现了许多种新型的 B2B 电子中介，这些中介体现几个
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